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Abstract 


Ecommerce portals are now trending in India. It is growing in every place 
and customers are showing interest in using these portals effectively. 
There are so many portals which are unique in their features and in the 
design of their website. After analyzing the whole model of E-commerce it 
was found basically five critical factors - Non - delivery /delay in 
delivery, receipt of defective products, refund, return /replacement of 
products, and poor customer care services have evolved over a period of 
time in this space and each have been studied. The paper tries to analyze 
and understand what is e-retailing, what are e-retailing platforms, the 
major e-retailers and their marketing wars with emphasis on various 
Digital advertising websites. The paper also analyses the future growth of 
e-retailing in India. 


1. INTRODUCTION 


Over the last two decades, rising internet and mobile phone penetration has changed the 
way we communicate and do business. E-commerce is relatively a novel concept. 
Presently it is heavily relies upon the internet and mobile phone revolution which has 
fundamentally changed the way businesses reach their customers. While in countries such 
as the US and China, e-commerce has taken significant strides to achieve sales of over 150 
billion USD in revenue, the industry in India is still at its infancy stage. However over the 
past few years, the sector has grown by almost 35% CAGR from 3.8 billion USD in 2009 
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to an estimated 12.6 billion USD in 2013. E-retail in both its forms; online retail and 
market place, has become the fastest- growing segment, increasing its share from 10% in 
2009 to an estimated 18% in 2013. Calculations based on industry benchmarks estimate 
that the number of parcel check-out in e-commerce portals exceeded 100 million in 2013. 

However, this share represents a minuscule proportion (less thanl percent) of India’s total 
retail market, but is poised for continued growth in the coming years. 

If this robust growth continues over the next few years, the size of the e-retail 
industry is poised to be 10 to 20 billion USD by 2017-2020. This growth is expected to be 
led by increased consumer purchases in durable and electronics, apparels and accessories, 
besides traditional products such as books and audio-visuals and lately grocery. 

In this study sample, around 65 per cent were males, showing a predominance of male 
consumers in online shopping. Around 48 per cent of the respondents were in the age 
group of 25-30 and 40 per cent were below the age of 25. Overall, a predominantly 
younger population (80 per cent) is shopping online in a big way. The majority of the 
respondents were employed in private service (42 per cent). 



2. E-RETAILING OVERVIEW 


Electronic retailing or e-tailing as it is being called now is the direct sale of products 
information and services through virtual stores on the Web, usually designed around an 
electronic catalogue format and auction sites. There are many stores on e-commerce sites 
on the Internet that are extensions of existing retailers or start-ups. E-tailing is 
synonymous with business-to consumer( B2C) transactions in online stores, where a 
customer can shop for apparel, cell phones, cameras, computers, books, magazines, music 
CDs and DVDs, shoes, furniture, health equipment, flowers, grocery etc. the list is long 
and exhaustive and is growing day by day. Electronic retailing has emerged as a new 
avenue for consumers to shop in. With the Internet spreading across India at a fast rate, 
online selling is becoming attractive for e-retailers. 

The essence of e-retailing is in its ability to transcend physical boundaries and 
reach customers in a manner different from the traditional brick-and- mortar stores, to 
their very door step. However, the base of the e-retailing model is technology and 
logistical solutions that facilitates the customer acquisition and the final ‘reach’ process. 
E-commerce further facilitates differences in customer orders, free delivery; order 
rescheduling, cancellation, returns and cash-on-delivery. 


3. IMPRESSION OF E-COMMERCE IN INDIA 


For developing countries like India, e-commerce offers considerable opportunity. 
E-commerce in India is still in growing stage, but even the most-pessimistic projections 
indicate a boom. It is believed that low cost of personal computers, a growing installed 
base for Internet use, and an increasingly competitive Internet Service Provider (ISP) 
market will help fuel e-commerce growth in Asia’s second most populous nation. The first 
e-commerce site in India was rediff.com. It was one of the most trafficked portals for both 
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Indian and non-residents Indians. The past 2 years have seen a rise in the number of 
companies enabling e-commerce technologies and the internet in India. Major Indian 
portal sites have also shifted towards e-commerce instead of depending on advertising 
revenues. The web communities built around these portal sites with content have been 
effectively targeted to sell everything from event and mouse tickets the grocery and 
computers. The major pioneer in this services being Rediff.com and the e-commerce sites 
have popped up everywhere hawking things like groceries, bakery items, gifts, books, 
audio and video cassettes, computer etc. none of the major players have been deterred by 

the low PC penetration and credit card. 

E-Business Opportunities, Challenges, Drivers and Barriers 


e- Business related opportunities 

e- Business related challenges 

1 .Cost savings 

1. Lack of awareness 

2. Efficiency and productivity gains 

2. Increasing market competition, 
where retailers are highly 
concentrated 

3. Increasing information about the 
market and the customers (c- 
marketing) 

3. Economic return ofc-busincss 

4. Online selling and multi-channel 
approach 



c-Busincss drivers 

c-Buslness barriers 

1 . Trends in demography and lifestyle 

l.Lack of interest in internet based 
applications and sales systems 
among a large number of retailers 

2. Improved systems for increasing the 
efficiency of supply chain 
relationships 

2. ICT skills gap 

3 . New private labels 

3. Trust and security issues 


Source: c-Bu sines s W@tch sector study on the retail sector {August 
2004)171 


4. THE ONLINE ADVANTAGE 


The advantages of e-retailing are- 

❖ No rent or land costs- E-retailers do not require sophisticated showrooms in 
prime locations, and operate through their websites or portals. This significantly 
saves the store maintenance costs, which are very high for brick and mortar or 
physical store retailers. 

❖ Enhanced communication with the client- E-tailing enables personalized 
interaction with customers. 

❖ Universal reach- A supermarket has a limited geographical area of coverage. It 
caters only to a limited number of customers of a particular area or locality, but a 
website can be accessed from any part of the globe, which increases its market 
multifold. 
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❖ Effortless and joyful shopping- Online shopping saves time. Shopping in the 
comfort of your home through the Internet is a huge attraction for customers. 

♦♦♦ Any time accessibility- The online store is accessible 24x7 and delivers your 
products at home, that saves time and effort. 

♦> Prices can be compared-Online shoppers can compare the prices of the products 
they want to buy on competitive sites, and then go for the purchase. 

♦> No duplication of products-Branded products is sold at competitive prices on 
credible online portals. This reassures the consumer that no duplicated, low 
quality products will be sold on these sites. 

♦♦♦ Minimized turn-around-time (TAT) - which leads to word-of-mouth publicity, 
feedback and customer retention to the e-portal or website. 

♦♦♦ Updated information- with respect to inventory status, demand schedules and 
forecasts, shipment schedules and promotion plans among all the stakeholders of 
the supply chain which forms the backbone of an e-retailer. 

❖ Client Data- The e-retailer can have the data on purchase pattern by demography 
and geography. 



5. MAJOR e-RETAILERS IN INDIA AND WHAT THEY SELL 


> Flipkart.com: Books, mobile phones, digital cameras, laptops, watches, clothing 
and other products. 

> Amazon.com- Books, mobile phones, digital cameras, laptops, watches, 
clothing, etc., 

> Snapdeal.com: Mobiles, laptops, appliances, clothes, shoes etc. 

> Myntra.com: Apparel, branded footwear, accessories 

> eBay: Consumer electronics products, fashion apparel, collectibles, sporting 
goods, digital cameras, baby items, watches, coupons, etc 

> Homeshopl8: Mobiles, cameras, home and kitchen appliances, jewellary, 
fashion products, health and beauty products etc. 

> Rediff Shopping: Gifts, mobiles, electronics, clothes and shoes. 

> Baniya .com. - Grocery 

> Reliance fresh- Grocery, fresh vegetables, fruits etc. 

Note: Myntra.com was acquired by Flipkart.com in May 2014 


6. WHAT PRODUCTS DO CONSUMERS PURCHASE ONLINE? 


Electronics goods are the most purchased products online, with 64 per cent of respondents 
purchasing these in the last one year. This was followed by clothes (55.2 per cent) and 
accessories (46.3 per cent). Around 22 per cent of the respondents purchased books 
online, followed by 15 per cent purchasing personal care items. A small percentage of 
respondents purchased products from categories of food and eatables (9 per cent) and 
stationery and toys (3.5 per cent). 
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Consumer detriment can cause the satisfaction levels for a consumer to drop when 
purchasing a product online. Consumers’ shopping experience can be marred by 
unsatisfactory experiences because of delivery problems, poor quality of service, defective 
products, etc. For the purpose of the study, the focus is limited to problems concerning 
delay in delivery, non-delivery, defective products, return/ replacement/refund issues and 
poor response of customer care. Respondents in the sample were asked whether they faced 
any of these problems. 


7. ANALYSIS AND INTERPRETATION 


A. Non-Delivery/Delay in delivery: 

Out of the 1,327 respondents covered, 160 (12 per cent) had faced problems 
related to delivery with one site, and 22 had faced delivery problems with two sites. With 
a score of 13 per cent, a Shopping India time was listed as the site with the highest 
percentage of respondents reporting some problem related to non-delivery/delay in 
delivery. It was followed by Rediff Shopping (9.7 per cent) and Reliance Fresh (8.8 per 
cent). Sites like Zovi (1.3 per cent), Amazon (1.3 per cent), Jabong (2.1 per cent), Flipkart 
(4 per cent) and Ebay (4.1 per cent) had the lowest percentage of respondents reporting 
problems with respect to delivery. 

Table 7.1: Non-Delivery/Delay in delivery 


Non-Delivery/Delay in delivery 

Site 

Score 

Site 

Score 

Amazon.com 

1.30% 

Naaptol 

4.80% 

Zovi 

1.30% 

Fashion and you.com 

5.40% 

Jabong 

2.10% 

Myntra.com 

6.30% 

Baniya .com 

3.90% 

Snapdeal.com 

6.40% 

Flipkart.com 

4.0% 

Reliance fresh 

8.80% 

E-Bay 

4.10% 

Rediff Shopping 

9.70% 

Homeshopl8 

4.70% 

Shopping Indiatimes 

13.0% 


Respondents were also asked whether the site with which they faced a delivery-related 
problem had provided any reason for the same. It was reported that almost 3 out of 10 
were not given any reason by the respective site. This was mainly indicated by those who 
had purchased from Shopping Indiatimes (6.5 per cent). 

Product ‘out of stock’ was reported as reason for non-delivery by 23 per cent respondents 
and reported as the main reason given by Rediff Shopping (2.8 per cent) and Baniya .com 
(2 per cent), followed by problems in reaching address for delivery, as was indicated by 21 
per cent respondents. Shopping Indiatimes was found to be the site reporting this response 
i.e., reaching address for delivery with the highest percentage of 4.3 percent. 

B. Receipt of defective products: 

Defective products refer to products that are damaged, do not function, have a 
product/accessory missing, are different from the one ordered, etc. Altogether 121 
respondents (9.1 per cent) reported that the product they received from a site was 
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defective. This was reported highest in the case of Shopping Indiatimes (13 per cent), 
followed by Rediff Shopping (9.7 per cent) and Baniya .com (7.8 per cent). Amazon (1.3 
per cent), Myntra (2.4 per cent), Homeshop 18 (2.6 per cent) and Jabong (2.9 per cent) had 
the lowest percentage of respondents reporting problems with respect to defects. 

Damaged, broken, or non-functional products were the major type of defect found 
on delivery (26.5 per cent), followed by delivery of a different kind of product from what 
was ordered (25.2 per cent) and delivery of products of different size, colour, or 
specification (24.5 per cent). From the list of top 14 sites in the study, the highest 
percentage of damaged products was found to be in the case of Shopping India times. 

Table 7.2 : Delivery of Defective Products 


Delivery of Defective Products 

Site 

Score 

Site 

Score 

Amazon.com 

1.30% 

Reliance fresh 

4.4% 

Myntra.com 

2.4% 

E-Bay 

5.4% 

Homeshop 18 

2.6% 

Naaptol 

5.5% 

Jabong 

2.9% 

Fashion and you.com 

6.0% 

Zovi 

3.9% 

Baniya .com 

7.8% 

Flipkart.com 

4.0% 

Rediff Shopping 

9.7% 

Snapdeal.com 

4.4% 

Shopping Indiatimes 

13.0% 


C. Refund 

Respondents who faced such problems like non delivery or defective products were asked 
whether they had claimed for a refund of the purchase amount and what was the response 
of the site. A total of 124 (9.3 per cent) out of 1,327 respondents reported asking for 
refund of amount from one or two sites. The highest percentage of respondents asking for 
refund was reported by Baniya .com (7.8 per cent), followed by Reliance Fresh (4.4 per 
cent) and Shopping Indiatimes (4.3 per cent). Majority of the respondents who had asked 
for refund received only partial refund (52 per cent). One-fifth of the respondents also 
reported that they received only vouchers or credit points for future purchases and only- 
one tenth of respondents received full monetary refund. This suggests exercising of 
caution by online shoppers in confirming the e-commerce site’s refund policy before the 
order is placed. 


Table 7.3: Refund of Purchase Amount 


Refund of Purchase Amount 

Site 

Score 

Site 

Score 

Naaptol 

0.7% 

Myntra.com 

3.5% 

Homeshop 18 

1.9% 

Jabong 

3.5% 

Snapdeal.com 

2.5% 

Flipkart.com 

3.6% 

Amazon.com 

2.6% 

E-Bay 

3.8% 

Zovi 

2.6% 

Shopping Indiatimes 

4.3% 

Rediff Shopping 

2.8% 

Reliance Fresh 

4.4% 

Fashion and you.com 

3.4% 

Baniya .com 

7.8% 
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D. Return/Replacement of products: 

Respondents were asked whether they had asked for return/replacement of a 
product they purchased from a site. Altogether 157 (11.8 per cent) of the total sample 
reported asking for a return/ replacement of the product they purchased from one or two 
sites. Asking for a return/replacement was found to be the highest in case of products 
purchased from Baniya .com (9.8 per cent) followed by Shopping India times (6.5 per 
cent) and Myntra (5.5 per cent). 


Table 7.4: Return / Replacement of Products 


Return / Replacement of Products 

Site 

Score 

Site 

Score 

Reliance fresh 

1.5% 

Snapdeal.com 

4.2% 

Homeshopl8 

1.9% 

Rediff Shopping 

4.2% 

Amazon.com 

2.6% 

Jabong 

4.7% 

Zovi 

2.6% 

Naaptol 

4.8% 

Fashion and you.com 

2.7% 

Myntra.com 

5.5% 

E-Bay 

3.8% 

Shopping Indiatimes 

6.5% 

Flipkart.com 

4.2% 

Baniya .com 

9.8% 


It was also found that in nearly 7 out of 10 cases (68.4 per cent) the product was 
returned or replaced within the time frame specified by the sites. This was reported by all 
16 respondents who had purchased from Jabong, showing that this site had an effective 
service recovery process in place. This also suggests caution: before placing an order with 
a site, consumers must confirm if it was able to deliver a timely replacement to their 
address in case of such problems. Around 16 per cent also reported that the product was 
returned / replaced within considerable time and this was reported mainly by those who 
had purchased from Shopping Indiatimes (2.2 per cent) and Baniya .com (2 per cent). 
These durations can vary by location and type of products as different products may be 
shipped from different warehouses. Also, products out of stock may take longer to be 
replaced. 

E. Poor customer care service: 

Respondents were asked whether they experienced any deficiency of service in the e- 
commerce site’s customer care in terms of failure to service/repair the product in time, 
failure to provide bill of purchase, etc., and what were the accessibility and response of the 
customer care in that regard. Around 111 respondents had reported such deficiency in 
service, the majority belonging to those who had purchased from Baniya .com (11.8 per 
cent) followed by Rediff Shopping (8.3 per cent) and Fashion and you.com (5.4 per cent). 

Table 7.5: Poor Customer Care Service 


Poor Customer Care Service 

Site 

Score 

Site 

Score 

Amazon.com 

1.3% 

Flipkart.com 

2.9% 

Zovi 

1.3% 

Naaptol 

3.4% 

Snapdeal.com 

1.7% 

Shopping Indiatimes 

4.3% 
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Homeshopl8 

1.7% 

Reliance fresh 

4.4% 

Myntra.com 

2.4% 

Fashion and you.com 

5.4% 

Jabong 

2.4% 

Rediff Shopping 

8.3% 

E-Bay 

2.5% 

Baniya .com 

11.8% 


8. ADVICE FOR CONSUMERS 


Go ahead and shop. Risks are low as compared to benefits. It is important to note 
that the number of respondents facing problems when shopping online - out of the total 
number of respondents using a particular site - ranges from one to ten per cent. Hence, the 
probability of facing a problem when shopping online is at the most one out of ten. This 
suggests that the risk is small and consumers should not avoid shopping online merely 
because some consumers have faced problems and that too in small percentages. You are 
advised to go ahead if you feel there are benefits like cost savings or convenience. Also, 
problems in the nature of return/ replacement only go to show that consumers are asking 
for returns/replacements of products if they find them unsatisfactory. It is heartening to 
note that consumers are getting savvy as they are willing to complain if they face any 
consumer detriment, so be prepared to complain if you face a problem. The customer care 
contact number or email ID must be kept handy to lodge a complaint as soon as you face a 
problem. 

Popular sites also have respondents reporting some problems related to delivery, 
defects, etc., however, such problems do not stop consumers from shopping online 
because of the benefits like convenience, lower prices and the range of products. 

We feel that online shopping is giving traditional brick-and-mortar retailers strong 
price competition. Online sellers are able to offer lower prices and consumers can compare 
prices in their local store before purchasing online. There are also consumers who check 
and compare prices/benefits online and then may buy offline in their nearby shopping 
centre if the price is about the same as offered by an online store. 

8.1 Reason for the growth of e-Commerce in India 

It includes busy lifestyles, urban traffic congestion and lack of time for offline 
shopping; lower prices compared to brick and mortar retail driven by disintermediation 
and reduced inventory and real estate costs; increased usage of online classified sites, with 
more consumer buying and selling second-hand goods; evolution of the online 
marketplace model with websites like Jabong.com, Flip kart, Snap deal, and respectively. 

8.2 Consumer Participation in E-Business 

From the consumer standpoint, the most likely people to participate in e-business 
are those that are comfortable with computers and technology. Most of the participation is 
by the younger generation users who are approximately under 30 years of age. People 
who are on the go with work, school, and home life are also more likely to participate in e- 
business methods because of their existing time constraints and busy schedule. It is hard 
for them to make it to stores during normal working hours without losing time elsewhere. 
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9. FUTURE OF E-BUSINESS SUCCESS FACTORS & E-BUSINESS 
OPPORTUNITIES 


The Internet has become a standard in the consumer's way of life and very few people 
have not been on the Internet at one point or another. As Internet access speeds continue to 
advance with the adoption of broadband technologies, the activities possible on the web 
and beyond will only increase. Like most markets, this one is driven by the consumer. 
Today's consumers want more flexibility in the way they do business with companies. If a 
company does not have e business capabilities, it is limiting its ability to effectively 
compete with other companies. The major catalyst to a successful e-business lies in a 
company’s ability to think dynamically about an ever changing industry and implement a 
nonlinear approach. Consider a variety of factors, such as: 

i. ) Is the company working with suppliers and partners efficiently over the Internet? 

ii. ) Are there steps in the value chain that should be removed or added? 

iii. ) Has the company found the most profitable spot within the chain? 

iv. ) Can buyers and suppliers streamline processes, enhance productivity and reduce costs? 

v. ) Senior management must be sincerely committed to the strategic, policy and operating 

levels of transformation. 

Even though there are still many issues and concerns to be dealt with, the future of e- 
business is bright. Future e-business growth will come from various areas of all types of e- 
business. 



10. CONCLUSION 


The essence of e-retailing is in its ability to transcend physical boundaries and reach 
customers in a manner different from the traditional brick-and- mortar stores, to their very 
doorstep. Although the basic definition of an e-commerce platform is ‘software’ that 
enables transaction via the internet’, these platforms have quickly developed into 
comprehensive, all-encompassing online retail solutions. Allowing retailers to target, 
capture, engage and retain customers, through not just the traditional web store, but also 
via offline, mobile and social media channels. The ecommerce market in India is 
estimated to grow at 30 percent year-on-year. E-tailing helps retailers build loyal 
customers and is aimed at selling in areas where they don’t have a physical presence. The 
online retail segment in India is growing at an annual rate of 35 per cent, which would 
take its value from ' 20 billion in 2011 to '70 billion by 20 15. Online shopping has come 
of age in India, with people shopping through the convenience of online portals from the 
comfort of their drawing rooms. Online retail in India is expected to penetrate categories 
beyond apparel and electronics, as companies attempt to sell essentials such as grocery 
and personal care products online. Companies that are able to use technology to their 
benefit will move far ahead of those that do not. 


11. REFERENCES 


[1] Julka,H&Shrivastava,A (Oct, 97, 2014) FlipKart’s big Day Turn into a Virtual Nightmare, 
Economic Times, p 1 



Dr. P. Subburethina Bharathi, S. Annamalai:: A Study On Current 
Status Of E-Commerce In India: A Comparative Analysis Of Few E- 
Tailing 











ISSN: 2347-1697 

International Journal of Informative & Futuristic Research (IJIFR) 

Volume - 3, Issue -8, April 2016 
Continuous 32 nd Edition, Page No.:2793-2802 


[2] HT Correspondent, (October 08, 2014) Hindustan Times New Delhi ‘Govt to look into 
complaints on Flipkart's big sale' 

[3] Moookerji, N ( Oct 09,2014) Flipkart’s Diwali Sale Backfires, govt sits up Businees Standard, 
p i 

[4] “The Impact of E-Business on the Retail Market” 

[5] “ICT and e-Business Impact in the Retail Industry” A Sectoral e-business Watch study report 
by empirica GmbH, Version 4.0 September 2008 

Websites 

[6] http://voices.yahoo.com/the-impact-e-business-retail-market 

[7] E-Commerce Guide. Com 

[8] www.business.com 

[9] www.dnaindia.com > Science & Technology 

[10] en.wikipedia.org/wiki/Flip kart 

[11] “Amazon.com” http://en.wikipedia.org/wiki/Amazon.com. 

[12] “EBay.com” http://en.wikipedia.org/wiki/EBav . 

[13] www.businessinsider.in/What-Amazon... Flip Kart.../44615277.cms 2014. 


mm— 

Dr. P.Subburethina Bharathi, B.E, M.B.A, M.Phil, Ph.D. 
, Professor at present serving in M.A.M. College of Engineering, 
Trichy, in management department, having 13 years of teaching 
experience, in various reputed institutes, and also obtained diploma 
courses in the following four areas of automobiles, labor laws, 
safety and robotics, possessing various disciplines of subject 
knowledge both in Engineering and Management subjects, 
published more than 50 publications both in national and 
international journals and magazines, possessing skills and 
pA I r%r : \ ffffl adequate experience in conducting FDPs and student personality 
I \ " I oriented workshops, an executive member in Mechanical And 

Production Engg., Association, Mookambikai college of engg., Trichy, Coordinator in Anna 
University Class Committee meeting, and supports with complete guidance for more than 200 
MBA thesis and projects and at present rendering motivating guidance for more than 10 doctoral 
thesis under him. 



Mr.S.Annamalai., B.E, M.B.A, M.Phil., (Ph.D), Assistant 
Professor, at present service in St. Joseph’S College Of Engg., 
Thanjavur in management Studies and having 11 years of 
teaching experience, and more than 15 subjects in the 
management area are handled by him, especially Business 
research methods, business mathematics and Statistics, 
operations management and marketing research which all are 
quantitative subjects are handled by him frequently, interested in 
marketing researches, and So far he successfully supported as 
guide for more than 100 MBA projects and 50 M.Phil 
dissertation, and at present doing doctoral research in the 
awareness of online marketing, its impact in the conventional marketing, merits and demerits in 
the online marketing, and he also gains experience in conducting and managing various event 
management programs and act as a convener and organizer in various management programs like 
seminars and symposiums conducted in his institutions. 




Dr. P. Subburethina Bharathi, S. Annamalai:: A Study On Current 
Status Of E-Commerce In India: A Comparative Analysis Of Few E- 
Tailing 


2802 



